Abstract
Introduction
The evolution of electronic commerce (ecommerce) also has brought with it a new marketing channel known as mobile marketing (m-marketing). According to Leppäniemi, Sinisalo and Karjaluoto [1, p.10], "mobile marketing is the use of the mobile medium as a means of marketing communications". Keywords in this definition are mobile medium (i.e. mobile phones) and marketing communications (i.e. information, promotions, competition etc.). Companies are constantly looking for ways and means to maintain or expand their market share, and according to Pousttchi [2] , marketing experts consider the mobile device as an extremely promising marketing tool to help overcome major challenges in getting time and attention from consumers. The importance of mobile phones to the end user has certainly been recognised by marketers, who view this as a communication channel with huge potential [3] [4] [5] . It provides opportunities to target messages at customers in much better ways than the present mass media [6] .
High mobile phone penetration rates do not necessarily mean high mobile marketing use, but the potential of communicating marketing messages through mobile phones does exist. For example, in Malaysia, although the penetration rate of mobile phones in 2008 was 93.9 per cent (26, 126 ,000 users) [7] , only seven per cent of mobile phone subscribers registered for mobile banking services and only 13.7 per cent accessed the Internet through their mobile phones [8] . According to Marriott [9] , based on a research project by the Mobile Marketing Association (MMA) in December 2006, the overall consumer attitudes toward mobile marketing trended down, with 21 per cent of consumers are highly or moderately interested in mobile marketing, compared to 25 per cent in 2005. The current paper investigates the adoption process of mobile marketing in relation to trustworthiness, perceived risk and permissibility constructs in relation to Rogers" [10] perceived innovative characteristics. Statistically, the mobile marketing industry grew from US$4 billion to US$16 billion from 2003 to 2005, serving over 500 million users world-wide [11] . The downside of this high mobile phone penetration rate was that a high unwanted text messaging or unsolicited Short Message Service (SMS) growing by 21.3 per cent per year in the European Union [12] alone. In the same survey, comScore M: Metrics reported that French consumers had seen the biggest increase in spam messages, with mobile phone users in the country receiving 61.3 per cent more spam compared to spam mobile messages received in 2007.
In Malaysia, a total of 51.3 per cent of mobile phone users received unsolicited SMS with 6.4 per cent of users receiving more than 10 SMSes in a week, while 44.9 per cent received between one to ten per week in 2007 [8] . However, despite the increasing number of companies investing in mobile marketing campaigns, there is, as yet, little academic research on mobile marketing, meaning that the implications of using this channel for marketing purposes are not fully
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Volume 5, Number 2, April 2010 understood [13] . Insufficient user acceptance has long been an obstacle to the successful adoption of new information systems (IS) and information technologies (IT) [14] . Consumers may be reluctant to trust the innovation as a marketing communication channel because they perceive risk regarding the safety of their personal data and privacy. Mitchell [15] saw perceived risk as a necessary antecedent for trust to be operative and the outcome of trust building is a reduction in the perceived risk of the transaction or relationship. One option to reduce consumers" perceived risk is to employ permission based m-marketing [3] , because consumers want to be in control of the types and volume of information they receive through their mobile phones. Permissible marketing messages through consumers" mobile phone may give relevant information of value for consumers. Getting consumers" permission before engaging them in mobile marketing can be viewed as a formal guarantee to provide relevant services and reduce uncertainty (perceived risk), thus developing trust in the service providers. These combined actions (i.e. getting consumers" permission, addressing perceived risks and building trust) represent the dimensions of assurance as a key stage in the adoption of mobile marketing. According to the New Shorter Oxford English Dictionary on Historical Principles (1993), assurance is defined as "a formal guarantee, engagement or pledge relating to subjective certainty confidence, trust, and security safety". If mobile marketing is to be effective, end-user privacy must be respected [3] . According to Brown [16] , some people view the mobile phone as an indispensable lifeline to friends, family and colleagues; others regard it as a mixed blessing or a necessary evil. Privacy issues are particularly sensitive with respect to mobile marketing due to the intimate nature of mobile devices [16] . User permission is an important variable in mobile marketing due to consumers receiving high levels of spam [11, 17] . According to Kavassalis [3] , end-users" permission to opt-in with clear opt-out instructions must also be present if mobile marketing is to be effective. In this case, permissible mobile marketing messages may be seen as a strategy to reduce clutter and search costs for consumers and improving targeting precision for marketers [18] . Banerjjee [19] also reported that mobile phones are poised to develop relationship-marketing in consumers" lives, offering mass produced products and services on a customised level. In the consumer behaviour discipline, Marriott [20] stated that consistency and persistency are the keys to drive consumer behaviour and encourage text adoption when the consumer permits it.
There is a significant amount of literature on mobile marketing, mostly covering the success factor of mobile marketing [21] [22] [23] , value creation in mobile commerce [24] , types of mobile marketing campaigns [2, 25, 26] , and acceptance of mobile marketing [13, 17, 24, 27, 28] . Other studies have focused on consumer intentions to use mobile services [4, 29] , the role of permission in mobile advertising [1, 2, 16, 17, 30, 31] , and consumers" perceptions and attitudes towards mobile marketing [32] . However, studies that look at the use of mobile marketing tend to ignore the adoption process of mobile marketing. For over four decades, researchers have investigated the adoption of innovation process in a variety of contexts. One model used to explain adoption of technology is Rogers" (1983) innovation-decision process model, but researchers have tended to focus on only some aspects of the full model (e.g. perceived innovation characteristics in the persuasion stage). The persuasion stage of Rogers" model is based on the perceived characteristics of the innovator (i.e. relative advantage, compatibility, complexity, trialability and observability). Past research has only concentrated on the innovation characteristics stage of the Rogers" modal [4, 14] that may lead to the intention to adopt mobile marketing. However, to date the Rogers" (1983) full innovation-decision process model has not been used to understand the adoption process of mobile marketing. Adoption process is defined as "the mental process through which an individual passes from first learning about an innovation to final adoption" [33, p.148 ].
Basic concepts, research model and hypotheses
The seminal model used to understand the adoption process is the innovation-decision process model [10] . The innovation-decision process model is a hierarchy of effects type model posited by Rogers [10] to explain the stages that consumers go through when adopting an innovation. Stages in the innovation-decision process model include knowledge stage, persuasion stage, decision stage, implementation stage, and confirmation stage. However, there are some weaknesses in the Rogers [10] innovation-decision process model. In particular, it does not include privacy and security issues that may be crucial in the adoption process of mobile marketing contexts. On the same note, the personal nature of the mobile phone to consumers requires marketers to seek consumers" permission to sent consumers permissible marketing messages via their mobile phone. Stages included in the proposed model and constructs related to this paper will be explained in the next sub sections (see Figure 1 ).
Knowledge Stage
Knowledge in this paper represents existing technical knowledge the consumer has regarding mobile phones experience that determines his/her ability to understand the features and usage of the innovation (mobile marketing services). How-to knowledge consists of information necessary to use an innovation properly and Rogers [34] pointed out that the adopter must understand what quantity of an innovation to secure and how to use it correctly because when an adequate knowledge of how-to knowledge is not obtained prior to the trial and adoption of an innovation, rejection and discontinuance are likely to result. Therefore, this study will focus on how-to knowledge and will refer to it as technical knowledge. 
Assurance Stage
The proposed assurance stage will consist of three main characteristics, namely: permissibility, trustworthiness, and perceived risk. With the introduction of this stage, it is proposed in this paper that the above characteristics will have a significant relationship with the perceived innovation characteristics in the revised technology innovationdecision process model. At this stage, the relationship between trust and perceived risk will also be looked into in formulating the hypothesis: H 2. Perceived risk has a direct effect of trustworthiness
Permissibility
Permissible mobile marketing messages are a form of permission marketing. According to Godin [35, p.21] , "permission marketing is an approach, which offers the consumer an opportunity to volunteer to be marketed". In other words, the approach empowers marketers to send relevant promotional messages to consumers with their permission. Originally meant for e-mail advertising, this concept is seen as reducing clutter and search costs for consumers and improving targeting precision for marketers [18] . As pointed by Godin [35] , permission marketing is about anticipated, personal, and relevant messages sent by marketers to consumers. Anticipated means that people are looking forward to hearing from the service providers. Personal reflects that the messages are directly related to the individual. Relevant refers to the message is about something the prospect is interested in. Reflecting these considerations, the following hypotheses can be formulated: H 3a. Permissibility has a direct effect on Relative Advantage H 3b. Permissibility has a direct effect on Complexity H 3c. Permissibility has a direct effect on Compatibility H 3d. Permissibility has a direct effect on Trialability
Trustworthiness
Based on a recent article on trust, although trust can be view separately as belief and behavioural intention, Moorman [36] argued that in order for trust to exist both components must be present because if one believes that a partner is trustworthy without being willing to rely on that partner (ability), trust is limited and if one is willing to rely on a partner without holding a belief (benevolence and integrity) about that partner"s trustworthiness, reliance (ability) may be more a function of power and control than trust. Therefore the research hypothesized that: H 4a. Trustworthiness has a direct effect on Relative Advantage H 4b. Trustworthiness has a direct effect on Complexity H 4c. Trustworthiness has a direct effect on Compatibility H 4d. Trustworthiness has a direct effect on Trialability
Perceived Risk
According to Mitchell [15] , perceived risk is a necessary antecedent for trust to be operative, and an outcome of trust building is a reduction in the perceived risk of the transaction or relationship. Risk is related to the concept of trust and in a risk based view of trust, consumers hedge against uncertain states of nature, adverse selection and ethical hazards through formal contractual means such as guarantees, insurance mechanisms, and laws [15] . Therefore 
Persuasion Stage
According to Teo and Pok [37] , one of the key elements in the entire process of innovation diffusion is the innovation"s perceived characteristics embedded in the persuasion stage. It has been conceptualised by Rogers [10] that innovativeness is the degree to which an individual adopts new ideas relatively earlier than the other members of a system, and innovation is an idea, practice, or object that is perceived as new by the individual [10] . But the innovativeness trait can also be seen as "a constructive use of information received whether sought or accidentally encountered, which may be transformed for the benefit of the adopter" [38] .
There are five perceived innovation characteristics proposed by Rogers (1983) , but Moore and Benbasat [39] argued that Rogers (1983, p.232) defined the original construct of observability in a complex manner, in which the results of an innovation are visible and communicable to others, and it also included the idea of the innovation being visible. Moore and Benbasat [39] further explained that, "based on the definition of observability it was decided to split the construct and focus on each dimension independently, one dimension was named Results Demonstrability and the other was Visibility" [39, p.203] . One of the difficulties concerning the dimension of observability is its obvious potential for confounding with other perceived attributes. "It is unclear whether observability per se is being assessed, or observability of cost, compatibility, effects, etc". [40, p.38] . This study will not include "observability" as one of perceived innovation characteristics because of the above arguments and will only maintain the original four out of five perceived innovation characteristics as proposed by Rogers [10] 
Research Model
Based on the above argument, our study integrated part of Rogers" [10] innovation-decision process model with an additional stage term, the "assurance stage", to model user acceptance for mobile marketing services. 
Legend: Technical Knowledge -TK; Permissibility -P; Trustworthiness -T; Perceived Risk -PR; Relative

Research methodology
The data were collected from the field using a questionnaire survey. The study was conducted in an International Campus, located in Labuan federal territory, Malaysia, fulfilling the requirement of diffusion studies. According to Rogers [34, p.35] , "diffusion is the process by which an innovation is communicated through certain channels over time among the members of a social system". In this study, the innovation that was being explored was mobile marketing and exposure of the services was made through a 35-minute PowerPoint presentation for all respondents participating within the International Campus. The presentation addressed the question of what mobile marketing is and explained the components of the study (i.e. privacy and security risk, etc.). For this study, we applied the approach to developing a questionnaire as recommended by Churchill Jr. [41] . The process of developing better measurement is divided into eight main steps namely: specify domain of construct, generate sample of items, collect data, purify measure, assess reliability, assess validity, and develop norms. 
Generate sample of items
To generate sample items for the questionnaire, five main articles were used to complement the present research, namely: Nysveen, Pedersen and Thorbjornsen [4] (Decision Intention), Wu and Wang [14] (Perceived Risk), Karahanna, Straub and Chervany [42] and Moore and Benbasat [39] (Relative Advantage, Compatibility, Complexity and Trialability). New item measures based on previous literature (Technical Knowledge, Perceived risk, Trustworthiness and Permissibility) were also incorporated into the research to fulfil the research requirements of the model. The justification for proposing new item measures was to confirm that the stages in Rogers" (1983) innovationdecision process model are relevant to understanding the adoption process of mobile marketing. Previous studies regarding innovation research only focused on the main attributes of innovation characteristics [39, 40, 42] and not on all the stages included in the whole model. New items were evaluated using expert judges" comments and pilot testing.
The questionnaire was later pre-tested using Malaysian post-graduate candidates throughout New Zealand, the United Kingdom and Malaysia. The questionnaire was sent out via email to 40 postgraduate students. As well as completing the questionnaire, participants were also asked to comment on the language used, the translation of questions and the relevance of the questions in the questionnaire. Only 26 respondents completed the questionnaire and emailed it back to the researcher. Based on their feedback some changes were made to the translation and to using simple instructions in each of the subheadings to help respondents to easily understand the requirements of the questionnaire.
Purify the measure
According to Nunnally [43] , the most logically defensible model is the domain sampling model, which holds that the purpose of any particular measurement is to estimate the score that would be obtained if all the items in the domain were used . No single item is likely to provide a prefect representation of the concept, just as no single word can be used to test for differences in subjects" spelling abilities, and no single question can measure a person"s intelligence. The key assumption in the domain-sampling model is that all items, if they belong to the domain of the concept, have an equal amount of common core. Therefore, in this study, all constructs were represented by at least three items.
Pilot Testing
Following Churchill Jr"s [41] recommendation, to further test the questionnaire empirically a pilot test was conducted within the targeted population (Labuan International Campus). A total of 87 respondents participated in the pilot testing, but only 57 questionnaires were usable for the pilot testing. Based on the pilot testing, several items were removed from the questionnaire to improve the reliability score. In the early stages of basic research, Nunnally [43] suggests reliabilities of .50 to .60 would suffice and that increasing reliabilities beyond .80 is probably wasteful because more items may need to be deleted. 
Data Collection
A total of 785 questionnaires were distributed and 500 questionnaires were returned, but of those returned only 444 questionnaires were usable. For potential respondents who wanted to undergo the trial for mobile marketing, a token of RM 5.00 was given to each respondent via a class representative. A trial period of one-week was given to all potential adopters and the completed questionnaires were collected after the trial period.
Statistical analysis
All data analysis was conducted using SPSS v.15 and AMOS 7. A descriptive analysis was used to portray a general picture of the survey respondents. The two main types of statistical analysis used in this Thompson [46, p.6 ] "confirmatory factor analysis requires researchers to have specific expectations regarding (a) the number of factors, (b) which variables reflect given factors, and (c) whether the factors are correlated". This means that CFA explicitly and directly tests the fit of factor models. Heck [47] also mentioned that CFA begins with the researcher specifying the set of relationships in the model such as the number of common factors, the factors which the observed variables are to be associated, the relationship among unique factors and observe variables. The exercise of model specification is central in SEM, and no analysis can take place until the researcher has specified a model of the relations among the variables to be analyzed [48] . The approach using structural equation modelling (SEM) is to consider the rational and significant relationships of introducing the "assurance stage", which consisted of three constructs (trustworthiness, perceived risk, and permissibility) in the innovation decision-process model. SEM was also the tool used to identify which perceived innovation characteristics would be more influenced by the three constructs proposed in the assurance stage. Table 2 , 252 respondents, or 56.8 percent, indicated their intention to adopt mobile marketing services. The majority of the respondents were in the 18 -23 year age group (81.5%) and 66.7 percent (296 respondents) were female, as compared to 33.3 percent (148 respondents) of the respondents being males. A total of 185 respondents (41.7%) indicated they would be willing to accept mobile marketing messages in exchange for free mobile phone calls, and the three highest ranked reasons for having a mobile phone were: convenient device, keeping in touch with friends and family, and basic needs. The majority of the respondents (71.6%) stated the average use of SMS/MMS per day was less than 50, and 431 respondents (97.1%) needed SMS/MMS features on their mobile phones. In terms of communication channels that influence respondents" opinion about mobile phone technology, 28.4 percent (126 respondents) indicated their friends as the main influence, and 23.9 percent respectively for influence coming from the Internet and television. The proposed research model was evaluated using structural equation modeling (SEM). The data obtained were tested for reliability and validity using confirmatory factory analysis (CFA). CFA was used to test whether the empirical data conformed to the presumed model. The model included 38 items describing nine latent constructs: technical knowledge, trustworthiness, permissibility, perceived risk, relative advantage, compatibility, complexity, trialability, and intention to use. The CFA was computed using AMOS software. The measurement model test presented a good fit between the data and the proposed measurement model. For instance the χ 2 / df value was 1.267, within the recommended value of 1 and 3. The NFI value was .911, above the recommended value of >.90 and the CFI value was .980, which was above the cut-off value >.95, suggesting a good fit between the hypothesized model and the sample data as recommended by Bentler [49, p.238] .
Results
Based on
The constructs reliability was measured using Cronbach alpha (α) ranged from .707 to .883 (see Table 4 ). All were greater than the benchmark of .60 as recommended by Bagozzi and Yi [50] . This showed that all measures had strong and adequate reliability and discriminate validity. The complete standardized factor loading for the observed variables is presented in Table 4 . .525
Factor 7 -Compatibility (α = .883)
COM1
If I were to adopt mobile marketing services, it would be compatible with my internet searching methods.
.660
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COM2
If I were to adopt mobile marketing services, it would fit my product and services information gathering style.
.775
COM3
If I were to adopt mobile marketing services, it would fit well with the way I like to seek relevant product and services information.
.637
Factor 8 -Relative Advantage (α = .880)
RA1
If I were to adopt mobile marketing services, it would enable me to get information more quickly.
.507
RA2
If I were to adopt mobile marketing services, the quality of my information would improve.
.677
RA3
If I were to adopt mobile marketing services, it would enhance my effectiveness on information gathering.
.734
Factor 9 -Perceived Risk (α = .707)
RISK1
It is safe to accept and reply to mobile marketing messages via mobile phone .658
RISK3
There is no more privacy risk involved in receiving marketing messages via mobile phone than there is when getting marketing messages via email or TV advertisement.
.522
RISK4
I do not consider mobile marketing to be a privacy risk way to receive marketing messages.
.610 Figure 2 presents the significant structural relationship among the research variables and the standardized path coefficient. The test statistic for statistical significance of parameter estimates is the critical ratio (c.r), which represented the parameter estimate divided by its standard error. Based on a level of .05, the test statistic needs to be >±1.96 before the hypothesis can be rejected (Byrne, 2001, p.76). Most of the hypotheses were strongly supported, except for hypotheses H 1a, H 1b, H 3c, H 4b, H 4d, H 5a, and H 5c . From the results of this study, technical knowledge is related to perceived risk (c.r =3.302, β = .22) (refer to Table 4 ). This finding is consistent with Wu and Wang [14, p.727] , who implied that consumers are more aware of the existence of potential risk in mobile commerce because they use mobile commerce more and have a better understanding of the mobile commerce context. The ability to understand and apply complex technical knowledge is needed to cope with a high degree of uncertainty about an innovation [34] . However, there were no significant relationships with permissibility (c.r. = 1.298, β = .035) and trustworthiness (c.r. = -.261, β = -.013).
One possible explanation for this lack of relationship is that although prior knowledge and experience have been identified as antecedents of trust [51] , Ulivieri [52, p.5] proposed that, "the understanding of how a technology works does not make its usage simpler nor make the trust in it grow; on the opposite, there is a concrete possibility that this understanding could be an obstacle for the easiness of use, for the trust and for the use itself".
Knowledge alone cannot determine the basis for adoption of an innovation [53] . Adopters" previous positive or negative experiences with the innovation can also have a significant impact on their perceptions and attitudes towards that technology or service [54] .
Perceived risk is based on consumers" security and privacy concerns. An interesting finding from this study is that users" low perceived risk of mobile marketing enhances the trustworthiness of the service.
Figure 2. SEM Model
Perceived risk does not have a significant relationship with relative advantage (c.r = .383, β = .025) and compatibility (c.r. = -.081, β = .005). Low perceived risk, however, does have significant relationships with complexity (ease of use) (c.r. = 2.561, β = .139) and trialability (c.r = -2.913, β = -.121). In this study perceived risk is negatively related to trialability, indicating that low perceived risk may result in high trialability of the innovation. The finding is consistent with Im [55] , who noted that perceived risk changes the effects of perceived usefulness and perceived ease of use on behavioural intention. Im [55] argued that users who perceived a higher risk of adopting the technology were more H6d. Trialability has a direct effect on intention decision 9.522*** Supported ***Significant at the p<0.01 level.
Permissibility was significantly related to complexity (ease of use) (c.r = 2.320, β = .129). Through a user"s permission, companies can develop an iterative product development approach that can incorporate demand requirements while familiarising the customer with the technology dimension of a mobile marketing campaign [3] . Through permissibility, consumers may undertake familiarisation of mobile marketing (i.e. through trial of the innovation) and address the issue of complexity (ease of use) in using the innovation. Permissibility was also significantly related to trialability (c.r = 3.113, β = .183) of mobile marketing. This finding supports previous research results regarding the trial of permission-based mobile advertising (PBMA) [6] . Permissibility, however, does not have a significant relationship with compatibility (c.r. = .128, β = .008), suggesting that consumers may need to use the innovation before the compatibility of the innovation with their needs can be assessed.
All four innovation characteristics in the persuasion stage were related to intention to adopt the innovation. This would support Rogers" [34] theory that relative advantage (c.r = 10.557, β = .647), compatibility (c.r = 10.880, β = .70), complexity (c.r = 7.954, β = .48), and trialability (c.r = 9.522, β = .60) are relevant characteristics to developing favourable or unfavourable attitudes by consumers towards the intention decision. The correlation between relative advantage and compatibility was made in Figure 2 .0, consistent with Moore and Benbasat [39] , and Tornatzky and Klien"s [40] argument that both factors are closely correlated.
Discussions and Conclusions
This study proposes a revised innovation-decision process model adapted from Rogers" [10] original model. The descriptive statistics indicated that communicating via SMS/MMS is very popular, because 97.1 percent of the respondents needed this feature on their mobile phone. Approximately 56.8 percent of the respondents indicated that they have the intention to use mobile marketing services. This implied that mobile marketing services are known to users, but not all users are familiar with the use of mobile marketing services. Thus, mobile marketing providers should emphasize the relative advantages and compatibility of using mobile marketing services, and educate and motivate their existing and potential consumer to use it.
The results from the hypotheses testing are: (1). Technical knowledge does not have a direct effect towards permissibility and trustworthiness but has a direct effect on perceived risk; (2). Low perceived risk has a positive effect on the trustworthiness of the service; (3). Permissibility has a significant direct relationship with relative advantage, trialability and complexity, but not with compatibility (4). Trustworthiness has a direct significant relationship with relative advantage and compatibility, but not with complexity and trialability; (5) . Perceived risk is significantly related to complexity and trialability, but not to relative advantage and compatibility; (6) . Compatibility has the most important effect on decision intention to adopt mobile marketing; (7.) User adoption can be predicted adequately from the persuasion stage, which is affected by perceived risk, trust worthiness and permissibility, and technical knowledge;
The results shows that relative advantage, compatibility, complexity, and trialability all directly influence behavioural intention to adopt mobile marketing services, which is consistent with the work of Rogers [10] . The most important determinant of intention decision is compatibility. This is supported by Wu and Wang [14] , who suggest that mobile commerce providers should improve their compatibility with user requirements, past experience, lifestyle, and beliefs in order to fulfil customers expectations. Perceived risk was represented by items addressing the issue of security and privacy. An interesting finding of this study was the positive influence of low perceived risk in mobile marketing towards the trustworthiness of the service. The reasons for this finding are not clear, but it may be due to the familiarisation process of using and conducting online transaction through personal computers. This may imply that users are more aware of the existence of potential risk and have better understanding of mobile marketing context based on their previous experiences with other digital devices and the use of the Internet.
The implications of these hypotheses may indicate that these constructs (trustworthiness, perceived risk, and permissibility) may be important in the consumers" formation of favourable or unfavourable attitudes towards mobile marketing. For example, relative advantage of mobile marketing may be influenced by permissibility and trustworthiness. Therefore, if mobile marketers want to focus their marketing campaign regarding mobile marketing through the relative advantage of the innovation, two major factors that need to be addressed are permissibility and trustworthiness. Through permissibility, users relates what they want from service providers and low perceived risk would make more potential adopters want to try to use the innovation. Overall, the constructs in the assurance stage may have an influence on the formation of favourable or unfavourable attitudes towards mobile marketing. Peoples" belief in their own capability of granting permission and the unique personal characteristics of the mobile phone helps foster confidence in their ability to take the initiative in adopting mobile marketing. In this sense, permissibility can be incorporated as an important part of the adoption process. As the theory of diffusion of innovations becomes more fully developed, it will need to be based partly on the interaction between users" and service providers.
The major contribution of this study provides support for the innovation-diffusion theory (IDT) and acknowledges the innovative characteristics deemed important in diffusion research. In relation to relative advantage and compatibility, the present study indicates that both innovative characteristics are closely related; therefore service providers can use this information to plan their marketing strategy to promote the relative advantage of mobile marketing (i.e. time, cost, convenience, and relevance) together with the compatibility (i.e. gadget features and users" needs) of mobile phones to facilitate in the adoption process.
Although our study provided interesting insights into the factors affecting the intention decision to adopt mobile marketing, it has several limitations. First, the study only focuses on a single innovation (mobile marketing) based on a single social society, so the generality of the results must be treated with some caution. Second, in the modified innovation-process model, the study only investigated technical knowledge (how-to-knowledge) and did not include the awareness-knowledge (awareness about the existence of the innovation), and principle knowledge (information dealing with the functioning principles underlying how an innovation works). Third, this study did not look into the influence of innovative characteristics on assurance because perceived innovative characteristics in the persuasion stage may also influence the constructs in the assurance stage. Finally, the innovative characteristic of "observability" was not included in the study because Moore and Benbasat [39] discovered that the observability characteristic was quite complex and, "it is unclear whether observability per se is being assessed, or observability of cost, compatibility, effects, etc" [40, p.38] . However, future research might incorporate "Results Demonstrability" and the "Visibility" constructs as proposed by Moore and Benbasat [39] in the modified innovation-decision process model. 
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